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The effectiveness of the in-house training function
is affected by many factors. But, one of the most important
factors is the attitude of the training manager. How he sees
the function will affect his behaviour and the things he does.
What he does will directly affect the success of the training
function.
Marketing managers claim that for every product or
service, there is always a market. What about in-house
training as a service? Can it be marketed like any other
product or service? If yes, what are the existing practices
of training departments in selected Hong Kong companies?
Can their practices be described by a marketing model?
What can Hong Kong training managers learn from this model
and what can they do to further increase the effectiveness
of their training? This paper will attempt to answer the
above questions.
The paper has three objectives
Objective 1- to describe what a training department does
by means of a marketing model.
Objective 2- to survey the existing practices of training
departments of selected Hong Kong companies
and compare these practices with this
m a r of- i flZP l
3Objective 3- to recommend actions for the consideration
of training managers in Hong Kong to further
apply the marketing model and increase the
effectiveness of their training.
A literature review was carried out on the marketing
of in-house training. The search showed that there was
little existing information on this subject. However,
information on the marketing effort of non-profit
organizations has suggested that in-house training might
be marketed.
Based on these writings, a Marketing Model of
In-house Training was constructed. A survey was then
conducted to find out the existing practices of training
departments in selected Hong Kong companies.
The findings of the survey were discussed according
to the various parts of the Model. Discussion and recommendations
were also made at the appropriate points in the paper.
In conclusion, I would say that the training practices
in most Hong Kong companies seem to be marketing oriented.
Some existing writings on how to increase training
effectiveness might also be referring to a marketing approach
for training. Recommendations for future research were put
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3. RESULTS OF THE QUESTIONNAIRE SURVEY
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1CHAPTER I
INTRODUCTION
The acceptance and effectiveness of the training
function within an organization is affected by many factors,
e.g., top management commitment, supportive attitude of line
managers, competence of the training staff, financial
situation of the company, etc. But one of the more basic
and critical factors would be the attitude of the training
staff towards the training function itself. Do they see
training as an investment or expense? Do they regard
training as designing standard programmes for everybody
within the organization? Do they think training should be
a serious matter or show business? The answers to these
questions will reflect the training staff's attitude towards
the training function. Their attitudes would affect their
behaviors and their behaviors in turn would affect the
acceptance and the effectiveness of'the training function
within their own organization. The training manager's
attitude is thus of utmost importance.
Every function in an organization produces some form
of products or services. These products or sevices must be
intended to meet someone's needs within or outside the
organization. For every product or service, there is a
market, claimed the marketing manager. What about in-house
+-YaninC aS a product or service? Is it possible to describe
2what a training departmnet does'by means of a marketing
model? If yes,. what are the training practices within
selected Hong Kong companies and what could possibly be
done about them? This research paper will attempt to answer
the above questions.
Objectives of the Research Paper
To answer the above questions, three objectives have been
set as follows:
(1) To describe what a training department does by means
of a marketing model.
(2) To survey the existing practices of training
departments of selected Hong Kong companies and compare
these practices with this marketing model.
(3) To recommend actions for the consideration of training
managers in Hong Kong to further apply the marketing
model in managing their. companies' training activities
and increase the acceptance and effectiveness of the
traininq function within their own organizations.
To ensure the reader can follow what will be discussed
in the chapters that follow, a brief description of both the
training function and marketing function would be included
in this chapter.
3The Nature and-Scope of the
Training Department
Training departments in most companies are classified
as staff or service departments because they are usually not
income generating units (say, compare with sales departments).
Even in some cases where the training departments charge
other departments for training courses offered, they do not,
strictly speaking, generate income for their companies.
Thus, training departments can be classified by nature as
nonprofit generating and servicing units within organizations.
The scope of training departments differs among
organizations. Some companies' training departments (or
departments responsible for the training as the case may be)
are responsible for the training of staff throughout the
entire organization- top to bottom, across all business
functions. But for some companies, the training departments
are only responsible for the training of staff at certain
levels and of certain functions (e.g. counter sales staff
training). Regardless of what the scope is, the activities
of the training departments should be very similar.
4The Process of Training
Training is the process-of helping individuals
in organizations to acquire behavoir that are essential
for their performance on their jobs. Therefore training
involves learning on the part of the trainees. However,
it has been said that trainers can be in-charge of the
training, but it is the trainees who are in-charge of
the learning. Therefore the trainees' motivation to learn
is extremely crucial to-the success of the training process.
It has been said that trainees can be motivated to learn if
enough incentives are provided. For examples, some
organizations provide travelling allowances, time-off work
to attract the trainees to attend training courses.
However, it is really the trainees who can motivate themselves
to learn. In other words, the trainees must have training
needs before they will be motivated to learn and have their
own needs fulfilled.
The trainer, as a source of knowledge or the creator/
facilitator of a learning environment, must identify the needs
of the trainees first. He would then proceed to design the
training programmes and conduct the training. After the
training is done, he would evaluate the effectiveness of the
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Validate Evaluate
Figure 1.1,- The Sequence of Training
(Adopted from Figure 8.1, Armstrong, Michael (1977),
a Handbook of Personnel Management Practices, Essex,
UK: The Anchor Press Ltd.)
6The sequence of training can be further expanded
to describe the work or practices of a training department:
Set objectives of the
training department
Know the internal environment of
company identify the training needs
--of-staff
Set objectives for different
training programmes
Prepare the training programmes:
design, announcement, cost, venue
Conduct of traininc
Evaluation of training programmes
Figure 1. 2- The Work or Practice or a i'raa-n-m
Department
7The Marketing Function
The Marketing Function of an organization can be
























Figure 1.3- Principal Marketing Functions in a
Medium to Large Organization
(Figure 1.2, Lovelock, Christopher L. and Weinberg,
Charles B., (1984), Marketing For Public and Non-profit





8The functions in the diagram are in essence
activities carried out by the marketing department of a company
(McCarthy 1981). Market research involves finding out what is
the market in which the company wish to conduct its business.
It also intends to find out the sub-market (market segmentation),
the profile and needs of target customers who would purchase or
acquire the product or service which the company has to offer.
After the above is determined, the marketing
department would then determine what the marketing mix should
be. The marketing mix refers to:
- how the product/service should be designed ina) Product
terms of quality, features, etc.
b) Price - how much should the customers pay for the product/
service
- how to communicate to the customers thec) Promotion
information about the product/service e.g.
advertising, promotion, publicity, etc.
- how to distribute the product/service to ensured) Place
the customers will receive them without
difficulity. What channels should be used
(retail, direct selling, etc.)?
These four factors are usually referred to as the
four P's in marketing. Implementation would involve actually
putting the product/service onto the market and sell it. Control
and evaluation would include collecting information on the
saleability of the product/service and measure the result against
preset objectives.
9Having describe what the marketing department does,
it is worth mentioning that the department should also have an
overall objective which is in line with the company's objective.
To summarize, the activities of a marketing
department can be represented by the following diagram
Know the Company
Objectives (Mission)







of the Market Programme







Diaqram 1.4- Activities of a Marketing Department
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The Marketing Model of Training
I have attempted to identify existing literature on
the Marketing Model of In-house Training. There are vast amount
of material on the marketing of products/services by profit
organizations, and also a lesser amount on marketing of services
by non-profit organizations (Rothschild 1977). But there are
very little amount of material dealing directly with this topic.
I have managed to identify one short article written by Hays
(1984).
Despite the relatively small amount of literature
which I could find on the marketing of in-house training, I
have found that literature on the marketing effort of non-
profit organizations could provide some insights and ideas.
Historical Development of Marketing
in Non-profit Organizations
The marketing of services by non-profit organizations
was discussed in length by various writers. As early as 1969,
Kotler and Levy had advanced the thesis (Kotler and Levy 1969)
that marketing was not just a business function- it was a valid
function for non-business organizations as well. The thought
was later supported by other writers such as Gaedebe (1977),
Lovelock and Weinberg (1977), and Nickels (1978). Actual cases
in which the marketing concept had helped the non-profit
institutions to effectively provide their services were also
cited to support the idea (Kotler and Weinberg 1977).
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Prior to the 1970's, the concept of marketing was
only considered by managers in commercial business organizations.
The reason being these--business managers were engaging in
producing and selling products and services with the purpose
of maximizing their profit. The concept of marketing provides
a very useful framework for these business managers in.deciding

















Diagram 1.5: Marketing Manager's FrameworK
(Adopted from Figure 2-12, McCarthy, Jerome E. (1981),
7th edition, Basic Marketing, Homewood, Ill:
Richard D. Irwin pp 52).
Customer
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The framework guides them in thinking about the
environment in which their business is operating in. Marketing
managers must be aware of what is the competitive environment
around them. Who is the leading firm in their business sector?
How many'new competitors are entering the market over the past
one year? They would also have to think about the economic,
social, political, technological environment. For examples,
will the government pass legislation that will affect the way
the company conducts its business? Is it likely that a
depression will occur next year and result in the lowering of
consumption power? What is the latest social trend that affects
the customer's consumption patterns? All of the above environmental
considerations will affect the sales volumn of their products
and services which in turn will affect the amount of profit the
company will make. As a result, marketing managers in commercial
organizations are very actively applying the marketing concept.
On the other hand, managers in non-profit organizations
are not concerned about the profit factor, because by nature
their organizations are not profit oriented. Most non-profit
organizations' aim is to provide a social, educational service
to all or a segment of the society. Therefore, they exist for
a social cause rather than for profit. Their source of income
are usually provided by government, private donors or members.
As a result, it seems that the concept of marketing cannot be
related to the operations of non-profit organizations.
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However, in the mid 1970's, many non-profit
organizations managers were beginning to think of using the
marketing concept in providing their services. The reasons
for this trends were as follows:
a) A fall in demand for their services indicating that the
needs of their customers may have changed. For example,
the Catholic Church drew as many as 55% of all adult
Catholics under ago 30 to church in a typical week in 1966
By 1975, the figure had fallen to 39% and further declines
in weekly attendance were expected (Kotler 1979).
b) The rising of competitors have threatened the position of
traditional services. For example in health care, new
delivery systems, have sprung up to challenge the traditional
hospital/doctor's-office partnership (Goldsmith 1981).
c) The rise in operating cost has caused non-profit organizations
to rethink their scope of service. For examples, despite a
massive price increase in 1976, Britain's mail service was
still losing money. Letter mail volume was down 9 percent
and parcel volume down 13 percent over the previous year.
In view of this, the Post Office created new services (e.g.
express package delivery, electronic mail, widen range of
government services provide at the 22,000 post offices around
the country) and reduced their loss and upgraded the postal
service in 1982.
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(Government Marketing: Theory and Practice, New York:
Praeger, 1981, pp 114-143 and The Post Office, Post
Office Report and Accounts 1981-1982, London: Her Majestry's
Stationery Office 1982)
As a result, during the 1970's, managers and-
administrators of non-profit organizations began to think more
seriously about the application of the concept of marketing to
their operations. An example would be the case of Evanston
Hospital in Illinois when they opened a satellite hospital
eleven miles away from the main site in 1977. The first year
service usage rate was less than desirable. The hospital.
administrators then conducted a telephone survey to find out
the reason. The survey has shown that only very few local
residents knew about the types of services provided by the
hospital. The hospital then launched an advertising and publicity
campaign. After the campaign was completed, a second survey
found unaided recall (one type of service provided by the hospital)
went from 55 percent to 71 percent and emergency room visits were
up one-third from their level prior to the campaign (Lovelock
and Weinberg 1984).
Today, it is accepted that non-profit organizations
also have to market their products/services. Even in Hong Kong,
a number of non-profit organizations have adopted the marketing
approach. A good example would be the Family Planning Association
of Hong Kong. The Family Planning Association has employed a
number of marketing techniques in providing their service. The
Association has set up counters at the branches of the Marriage
Registry in Hong Kong to invite would-be-married couples to take
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pre-marriage physical examinations at the Association for a very
low fee. While taking the physical examination, information on
family planning were also provided to the couples (e.g.
contraceptives devices, birth control methods, etc). The
Association also ran advertisements on television advocating
that two kids are enough. They also hold classes in the
evening to help married couples to learn how to care for their
babies after they are borned.
Comparison Between a Non-profit
organization and a Training Department
The Nature and Objective
As mentioned earlier, training department is
considered a non-profit generating unit within an organization.
In this respect, it is very similar to a non-profit organization
(e.g. the Family Planning Association of Hong Kong). Like a
non-profit organization whose objective is to provide a service
or advance a social cause, the training department objective
is to provide training service and aim at improving the quality
of the human resources within the organization.
The Environment
A non-profit organization has to be aware of the
environment it is in. For example, the Family Planning
Association of Hong Kong is aware of the social tradition of
Chinese family in equating more children with more blessing from
God. This traditional thought is especially prevalent among
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the elderly Chinese population who have a strong influence on
their younger generation. The Family Planning Association
is aware of this social environmental factor and efforts have
been directed to change this prevalent thoughts among the Hong
Kong people. Likewise the training department should be aware
of the environment it is in. The training manager can use the
framework of a marketing manager in diagram 1.5 as guidance.
For example, he should consider the cultural environmental the
company is in. An example would be the using of American
training films for training Hong Kong salesmen. There was a
series of sales training film which featured the late Vince
Lombardi- coach of the American Football team Green Bay Packer.
The idea of the films was to relate football to salesmanship.
However, American Football is not part of the Hong Kong culture
and as a result the training films were not effective in getting
the idea across to local salesmen.
The Target Market (Customers)
The target market of a non-profit organization can
range from the entire population to a segment of the population.
For example, a church's target market might be all the people
in Hong Kong or only a segment of the population, say Mandarin
speaking people. Likewise the training department's target
market might be all the staff within the company or say only
the Mandarin speaking staff. This conscious choice of a
particular group of the population or staff according to a
certain criteria or dimension is called marketing segmentation.
(McCarthy 1981)
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The Profile and the Needs of Target Market
A non-profit organization needs to have information
on the characteristics or profile of its target market. This
will help-it in deciding what appeals to the target group the
most. Knowing the needs of the target group is even more
important because the concept of marketing really hinges on
identifying and meeting customers' needs. Identification and
meeting of training needs is really the bottom line of the
training department. Knowing the profile of the trainees (say
age, sex, education, etc) is crucial in designing appropriate
training programmes for the trainees.
Product, Place, Price and Promotior
(The Marketing Mix)
The examples of non-profit organizations mentioned
previously had demonstrated these four factors. The British
Post office has increased their product range to attract more
people to use their service. The Family Planning Association
has set up counters at the branches of the Marriage Registry
to get into contact with would-be-married couples so that their
service is directly 'delivered' to one group of their target
customers. They also charge a low physical examination fee
to attract these couples who are usually not well off financially
and tight on cash before their marriage. The advertising and
publicity campaign of 'Evanston Hospital in Illinois was promotion.
It aimed at communicating and persuading the customers (people
in the neighbourhood) to make use of its services.
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Training department also has the issue of marketing
mix to consider. Their product concern would be what type
of programmes it should offer to its trainees. Where the
training programmes should take.-place (in the training centre, at
the plants), is the 'place' issue. The 'price' would be the
course fee. However, could 'price' be more than just the
monetary cost? Promotion would refer to the announcement and
methods used to attract the trainees to attend the course
(using the service).
Implementation and Control
Implementation means execution of the programme
(a social programme or a training programme). Control refers
to checking to see if the outcome meets the objective set for
the programme.
Both for a non-profit organization and a training
department, the implementation stage would require all the
managers/administrators to utilize their management skills of
planning, organizing, administering. They will have to make
decisions and solve problems along the way.
As far as.control is concerned, the case of the
Evanston Hospital in Illinois can illustrate the point. After
they have completed their advertising and publicity campaign,
they then conducted a second survey to find out if the outcome
of the campaign has met their objective set prior to the campaign.
Training department evaluates the effectiveness of the training
19
programmes using different evaluation methods. This, too, is
control over their training programme.
Having compared the marketing effort of non-profit
organization and the activities of a training department, one
can see that they are very much analogous. Based on this
analogy, the following marketing model of in-house training
is constructed:
Equivalent Marketing Term
Know the Company Objectives of firm
Objectives (Mission)
Set Objectives of the Objectives of Marketing
Training Department Department
Know the Internal Environmental factors,
Environment of Co. target market segmentation,
Identification of target market profile and
Training Needs needs analysis.










Diagram 1.6- Marketing Model of In-house Training
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Having constructed the marketing model of in-house
training, I would carried out the survey to see if the
practices of training departments in selected Hong Kong




Based on the marketing model established, a survey
of the in-house training activities in selected Hong Kong
companies would be conducted. Questionnaires would be mailed
to the heads of the training function/department of these
companies. (Please refer to Appendix A for a sample of the
Questionnaire). The companies selected should meet the
following criteria:
A. Have over 200 employees.
B. Have minimum one member of staff spending at least half of
his/her working hours on in-house training activities.
C. Have set up the training function either formally or
informally for at least one year.
Selection of Sample Companies
The sample companies were drawn from the membership
list (as of December 1984) of the Hong Kong Society of Training
and Development. There were a total of fifty-nine companies
which were likely to have over two hundred employees represented
in the Society, and they had employees (Society's member) who
were engaged in training activities. As a result, they met the
criteria for selection on the surface. A total of 52 companies
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were selected for the sample. The seven which were not selected
were either governmental bodies or public consultant firms
whose "training" is profit making.
The Respondents to the Questionnaire
The questionnaires were mailed to the heads of the
training function of these companies (i.e. Personnel Manager
or Training Manager). They were first contacted by telephone
to get agreement on participating in the survey. Then
questionnaires with self addressed envelopes were mailed to
them. They had about two weeks to answer the questionnaires
and return them by mail. They were also asked to call me if
they have difficulties in answering any of the questions. The
survey was conducted at the end of March and beginning of April,
1985. A result of the survey would be mailed to them afterwards.
They were also told that the survey was only for academic use
rather than for commercial purposes.
The Questionnaire
The questionnaire consisted of 21 questions, most
of which were multiple choice questions. There were also some
questions which required the respondents to give percentages
or short written answers.
The reason of using mostly multiple choice questions
is that most of the respondents were busy executives who would
not have time to give answers in essay form. Another reason is
that it is much easier to tabulate the results. Also, I am just
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interested in finding out the combined trend of practice of all
the companies rather than what one particular company does.
Therefore a multiple choice format questionnaire would be
sufficient and appropriate.
The Questions
The questions in the questionnaires were designed
to look for certain type of information. Below is a breakdowr
of the questions according to the type of information which
was looked for:
Types of information Question Number
a) Sample selection criteria B, E, K
b) Objective of the training department L, M, N
c) Market segmentation 1, 2
3.2, 9d) Target trainee profile
e) Training needs identification 10.1, 10.2
f) New programme testing 6
3.1, 4, 5g) Records of past training programmes
h) Incentives for trainees to attend 15, 16
training programmes
7i) Announcement of training programmeE
11j)Decision maker for attenaing training
programmes
8, 19, 20k) Course venue, price and follow-up on
trainee
12, 13, 141) Attendance at the training programmes
17, 18, 21m) Training programmes evaluation
The questions were pre-tested for their clarity,
objectivity, and easiness of answering. The questions were shown
to the two training officers in my own company for testing purposes.
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CHAPTER 3
RESULTS OF THE QUESTIONNAIRE SURVEY
A total of 52 questionnaires were sent out and 42
of them (81%) were returned. Three companies were excluded
because they did not meet all the criteria for inclusion.
Therefore, the total number was 39. The total number of employees
employed by these companies is in excess of 110,000. The
smallest company employed about 250 staff while the largest
company employed more than 12,500 staff. For the list of
participating companies, please refer to Appendix B. The
following is the breakdown of the business sector of the
participating company:












The Objectives of the Training Department
Only 75% of the sample said they have an overall
clearly written objective for their training department, and
the remaining 25% did not have objectives. (Question L).
The survey also showed that 84% of the sample has
while 10% do not have any and 6% did not respond to the
question. (Question M).
When it comes to strategy for achieving each year's
objectives, only 61% of the sample responded "yes "while 33%
responded no and 6% did not respond.(Question N).
Market Seamentatinn
64% of the sample indicated that the management has
directed the training department to be primarily responsible
for training for the entire organization from top to bottom.
(Question 1).
The other 36% indicated that management has already
decided the levels or aspects of training they are responsiblE
for.
All training departments (i.e. 100%) have indicated
that they are focusing their training at certain levels of
management or in certain aspects of operation. (Question 2).
a set of written and well defined objectibve for each year,
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Target Group Analysis
The following information is made available to the
training departments (Question 9):
%of training departments
which indicated that they
Personal particulars can gain access to-personal
of target groups particulars
Education 90%
Past employment records/history 79%
Employment records within 77%
current company
Career progress in current company 67%
Performance appraisal records 61%
Personal strengths and weaknesses 59%
Personal interests and hobbies 31%
Table 3.1- Access to trainees' personal particulars
The following records of trainees are kept by the
training departments (Question 3.2):
Types of records kept by % of Training Departments
Training Departments which keep these records
Names and position titles 97%
Attendance record in training 85%
courses
Employment record in current 67%
company
Age, sex 64%
Trainees' performance in class 64%
Table 3.2- Records of trainees kept by training
departments
Needs Analysis
The survey has shown that the training needs of the
target groups were identified in the following manner: (Question
10.1& 10.2):
Frequency of identifying %of training departments
training needs which do this
Annually 54%
Continuously 38%
On an ad hoc basis 18%
Every 6 months 13%
Method Used %of training departments
using this method





Observing trainees' on-the-job 54%
performance
Interviewing trainees' superiors 41%
prior to training course
Interviewing trainees regularly 28%
Testing of trainees' skills 20%
Interviewing trainees prior to 18%
training courses
Table 3.3- Frequency and method of training
needs identification
When asked who usually decides if the trainees will






Table 3.4- Decision Maker of training programme
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The Four P's of Marketinq- The Product
The results have indicated most training departments
did keep records of past training programmes. In particular,




which keep such records
Titles, contents, duration, 97%
trainers names, etc.
Total number of trainees 90%
who attended the course
Course assessment questionnaires 79%
completed by trainees
Table 3.5- Records of past training programmes
kept by training departments
As far as the types of courses offered to the trainees
are concerned, the followincr i s the hrPakr3 n rn„A+- 4 -%r, 1.
Description of training courses Average% of total number
of courses
In-house tailor-made courses 35.8%
designed by training department
staff alone
In-house tailor-made courses 29.2%
designed by training department
staff in conjunction with line
staff.
Strictly outside courses designed 19.0%
by outside consultants and conducted
at external premises (including
overseas courses)
Off-the-shelf training courses designed 7.9%
by outside institutions/consultants,
but conducted in-house by training
department staff
In-house courses designed and conducted 7.4%
by. outside consultants
.7aOthers 0.7%
Table 3.6- Types of courses offered to trainees
When comparing the courses taken by their trainees
in 1984 with those in 1983, the training departments responded
as follows (Question 5):
Extent of difference between courses








Roughly identical (not much different) 15%
.5°No record is kept
0
Table 3.7- Difference of training courses in
1983 and 1984
When asked about product testing (testing of
training programme for validity), 28% of the respondents
indicated that new testing was done while 78% said no testing
was done (Question 6)
The Promotion
Information about training courses is made known
to the trainees through (Question 7):
Methods/Channels %of training departments
using this method
Memo/internal circulars for 79.5%
each individual course
64.1%Training calendar/yearly programme
published by training department
In-house staff magazine/publication 30.8%
Memo/posters on notice boards
Table 3.8- Methods/channels used by training department
in announcing training courses
25.6%
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The incentives used in encouraging trainees to attend
training courses were (Question 15 16):
For internal training courses, %of training departments
incentives used
using this incentive
Participants given time off 79.5%
work to attend course
Post-course certificate upon 53.8%
completion of course
Post-course report send to 48.7%
participants' supervisors
Possibility of position 46.1%
promotion
For external training courses, %of training departments
incentive used using this incentive
Course fee reimbursed in full 74.3%
upon completion
Participants given time off to 74.3%
attend course
Course fee paid in full and in 53.8%
advance
Partial reimbursement upon 35.9%
completion
33.3%Travelling allowance given
Table 3.9- Incentives used by training departments
for training courses
Question 14 of the survey indicated the three most
predominant reasons which account for trainees' absence on
training courses:
Reasons for absence %of training departments
which gave this reason
74.0%Sickness
Canot get away from work 61.5%
Other commitment at work 38.5%




Ninety two percent of the training departments
surveyed had facilities set aside for training purposes
(Question G). Fifty percent of training departments surveyed
conducted all the training programmes at the central training
facilities (Question 8).
The Price
Only 18% of the respondent said a course fee
is attached to their in-house course. (Question 20)
Implementation and Control
Only 10% of all training departments surveyed said
they did not know what the average attendance at their training
programmes over the past twelve months was (Question 12). In
fact, 77% of them were informed of the reasons for absence in
almost all cases.
As far as assessing the effectiveness of courses is
concerned, the following is the f indinq:
%of training departments
Methods used in assessing courses which use the method
For In-house For External
courses courses
79.4% 61.5%Trainees complete standard questionnaire
immediately on completion of courses
79.4% 46.1%Find out trainees' on-the-job performance
from the superiors some time after
completion of courses
Trainees complete course-specific 51.3% 28.2%
questionnaires immediately on
completion of courses
33.3% 15.4%Trainees complete follow-up questionnaires
several weeks after the course
Table 3.11- Methods for assessing training courses
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As far as the trainers following-up on the trainees
is concerned, the following trend is observed (Question 19):
Trainers talk to trainees Majority's frequency
Before the course Always
Within 2 weeks after the course Sometimes
Within 6 weeks after the course Sometimes
More than 6 weeks after the coursE Seldom
Table 3.12- Frequency of follow-up by trainers
on trainees
As far as attempting to quantify (in monetary terms)
the value and benefits of training programmes, the responses
were as follows (Question 21):






Table 3.13- Attempts by training departments to




The Objectives of the Training Department
Any organization, be it business or non-business,
has objectives. But sometimes the objectives are not clearly
spelt out or made known to the staff within the organization.
These overall objectives will determine the activities which
the organization undertakes. Also the value and attitude of
the management team within the organization will have strong
influence on how these activities will be carried out.
The training department, being a unit within an
organization, must be fully aware of the organization's
objectives. This is because the department's objectives must
be in-line with those of the organization.
The survey result has indicated that 75% of the
sample said they have an clearly written overall objective
for their training department. Whether these written
objectives are in-line with those of their own organizations
is a separate question. The fact that these training departments
have written objectives presumably provide them with a sense of
direction. One might argue whether objectives have to be written
down. Without engaging in a long argument, I feel that objectives
should be visualized. This helps to communicate the objectives
to people within and outside the department. It also helps the
training manager to have a clearer picture as to what the
objectives should be.
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The survey also showed that 84% of the sample has
a set of written and well defined yearly objectives, while 10%
do not have any. It seems encouraging that most training
departments have yearly objectives. But the result also
indicates that some training departments (a small percentage
of them) only have short term objectives but not overall
objectives. This phenonemon may be undersirable if training
is considered a medium to long term investment in the human
resources of an organization. Therefore having only yearly
objectives will cause the.training department to meet one
objective here, one objective there, and yet not achieve a
coherent and overall objective.
when it comes to strategy for achieving each year's
objectives, only 61% of the sample responded yes while 33%
responded "no". Knowing where to'go and how to get there is
important. It seems that some training managers did not give
enough thought on how to achieve their yearly objectives.
The overall picture'seems very encouraging- most
training departments in the sample have started out with written
objectives. For those who have no objectives, overall or one
year, they should give serious thought to this matter.
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Market Segmentation
Market segmentation refers to the process of
identifying more homogeneous sub-markets or segments within
a market- for the purpose of developing appropriate plans to
meet the needs of the people within the target market. In the
training sense, this refers to identifying more homogeneous
sub-group of employees for the purpose of selecting them and
developing/coordinating training programmes to meet their
training needs. There are certain general dimensions which
can be used to help segment the employees (the market) within
an organization. Examples would be job nature (technical,
sales, accounting), level of seniority in the hierarchy of
the organization structure (first line supervisory, middle
management, senior management), geographic location (at the
production plants, in the office), and personal circumstances
(education, language spoken).
The result of 64% of the sample indicated that the
management has directed the training department to be primarily
responsible for training for the entire organization from top
to bottom, has demonstrated that most training departments in
these selected Hong Kong companies really have a market
segmentation issue to think about. The other 36% also have a
similar issue to consider although to a lesser extent (since
management has already decided the levels or aspects of
training they are responsible for). Whether this segmentation
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is consciously planned or caused by resource constraints,
training managers must put more effort in actively
segmenting their market. For example in the case where the
training department is responsible for the training of the
entire organization, the training manager should carefully
examine the following areas to help segment the market:
(a) The nature of the organization, e.g., flat versus
vertical structure, size of the organization, business
nature, local versus multinational, company culture,
management style. This will help him size up the
training department's environment.
(b) The resources he has on hand e.g. how many staff in
his department? How much is the training budget?
What expertise does his training staff have?
(c) Additional resources outside the organization, e.g.,
outside training consultants available, training
resources from headquarters in other parts of the world,
etc.
Even for those training departments whose target
segments have already been specified by management, they can
still apply the same concept by further segmenting their markets
if necessary. This will focus their resources and expertise on
the more important target markets and increase the effectiveness
of their training programmes. However over-segmenting the
market can overstretch training resources and the training
department could result in not serving any one segment effectively.
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Target Group Analysis
Once the market segments (target group of trainees)
have been identified, it is important to know more about the
profile and needs of these target groups. The purpose is to
identify their needs and their behavioral tendencies. This
will help the marketers (training managers) in designing the
right products (training programmes) and other marketing mixes
(promotion, price, venue) in marketing their products.
The results of the survey have shown that majority
of the training departments surveyed were capable of gathering
enough information about their target groups. This information
should be extremely useful for training managers in drawing up
a profile of trainees that attended their training courses.
If these records are only used to compile statistics
for writing reports to inform the management of the accomplishment
of the training department over a certain period of time, then
training managers in Hong Kong should seriously consider what
other useful aspects of the trainee profiles they can get out
of these information.
Needs Analysis
Knowing the profile of the target group is
important, but knowing the needs of these target groups is even
more important. The customers' needs are really the focal point
of all marketing efforts. Likewise training needs are the focal
point of all training efforts.
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The results have shown that training needs were
usually identified on an annual basis and were mostly based
on information provided by the superiors of the trainees
(e.g. through performance appraisal forms or interviewing
trainees' superiors regularly).
In fact, when asked "who usually decides if the
trainees will attend training courses," the results showed
that the trainees' superiors apparently have strong influence
over what training the trainees should receive. This is
possibly one of the areas to which training managers should
pay close attention. Are the real training needs of the target
group (the trainees) being properly monitored and met? The
fact that only 28% of the training departments actually
interviewed the trainees about their own training needs should
prompt the training managers in Hong Kong to put an active
effort into communicating more with their target group of
customers- the trainees.
The Four P's of Marketing
The four P's of marketing are Product, Promotion,
Place and Price. In training, the four P's are the training
programmes (product), the announcement/promotion of training
programmes (promotion), the venue of the training programmes




After the training needs of the target groups have
been identified, the training department will proceed to
design/coordinate training programmes to meet these needs.
it is important for the training department to have informatior
about what training programmes they are actually offering to
the target markets (the trainees) and how these programmes
have changed over time. This will provide the training
departments with information on what training programmes they
are capable of producing and what the trend had been over the
past period. New programme testing (product testing) is also
crucial because wrong programme or ones which are poorly
designed will waste resources as well as tarnish the image of
the training departments.
The results have indicated most training departments
did keep records of past training programmes (see table 4 .5).
It can be seen from the survey results (Table 3.6
and 3.7) that majority of the training departments were quite
aware of the types, the mix and the trend of the training
programmes they were offering. The next stage which training
managers should be thinking about is how to make better use
of the information they have available. For example, what
should the product mix be for the next two years? Should more
in-house courses be designed or more trainees sent outside the
company for training? A typical example would be computer
related training. Given that computers will be playing a more
and more important role in all facets of business and training,
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should the training departments be thinking about designinc
more in-house computer training courses and utilize more
computer aided training packages? In short, more active
effort in new training programme development seems to be
the future trend.
The survey has also shown that product testing
is still not a common practice for the training departments.
Twenty eight percent of the training departments did not test
their new in-house training courses for suitability and
validity prior to launching them. Perhaps this might be an
area in which local trainers should pay more attention,
because this might reveal some of the faults in training
programme design. It too might indicate that the trainers
themselves require further training on programme design.
The Promotion
The objective of promoting training courses is to
ensure the right target group of trainees would enrol and attend
the training programmes which are designed for them. The
promotion process refers to communicating to the trainees (or
their supervisors, since they decide who come to the training
programmes in the majority of the cases) what programmes are
available for them to attend and also provides enough incentive
for them to come.
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By examining the survey results, (Table 3.8 and
3.9) it was apparent that the training departments put in an
earnest effort in promoting their training programmes.
However, this earnest effort must be complimented by the
learning motivation which the trainees have in coming to these
training programmes. In fact, the learning motivation is the
most powerful and critical factor which determines whether
the trainees would attend the programme, both physically and
mentally.
The survey result (Table 3.10) has indicated that
the three most predominant reasons which account for trainees'
absence on training courses were sickness (74%), cannot get
away from work (61.5%) and other commitment at work (38.5%).
It is worth investigating whether sickness was
really the true reason for not attending training courses and
whether the trainees are motivated to come to the training
programmes in the first place. Heavy workload was the second
most predominant reason. If this factor becomes more and more
serious in a company, then allowing trainees to take time-off
during work would no longer be an incentive for them to attend
training programmes. Instead it became a source of frustration.
Training managers should start evaluating the effectiveness of
some of the incentives they use in encouraging trainees to
attend training programmes.. Better still, the training manager
should work more closely with the trainees' superiors to ensure
the trainees are motivated to learn to start with.
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The Place
Marketing people have been trying to classify
services into various categories in helping to gain strategic
marketing insights (Lovelock 1983). Training managers, as the
marketers of training services can also gain some insights
from Lovelock's paper on how to deliver their service more
effectively to the trainees. Normally speaking, training programmes
take place in a confined venue (say training room or centre).
The trainees must be physically present inside the venue
throughout the programme in order to enjoy the "service".
Because of this, the "place" where this service is provided
must be appropriate for such purpose. However, the geographic
location of this "place" must also be conveniently located so
that the trainees can get there without much difficulty.
Therefore in deciding on the venue where training will take
place, these two factors of appropriateness and convenience
must be considered by the training manager.
Ninety two percent of the training departments
surveyed had facilities set aside for training purposes
(Question G). Fifty percent of training departments surveyed
conducted all the training programmes at the central training
facilities (Question 8).
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It is apparent that most training managers
recognise the importance of the appropriateness factor.
However, it cannot be concluded that they are not concerned
about the convenience factor, given that Hong Kong is such a
small place and travelling from one part to another part of
Hong Kong does not take a long time. In fact, very often
training courses were deliberately held at remote parts of
Hong Kong which have good training facilities to help the
trainees to concentrate on the training programmes.
Therefore in Hong Kong, the appropriateness of the place
seems to have a higher priority over the convenience factor.
The Price
Generally speaking, price refers to the monetary
amount which trainees have to pay for attending training courses.
However, it seems that this factor is the one which the trainees
are least concerned about because the company paid the fee in
the majority of cases, and only eighteen percent of the training
departments actually attached a course fee for their in-house
courses (Question 20). So should training managers be concerned
about this element of the product mix? Yes, they ought to be,
because price (or cost) could mean more than just the monetary
aspect to the trainees. Lovelock and Weinberg (1984) have
pointed out that, to the customers there are possibly five
types of cost: sensory, (whether the training facilities are
comfortable), psychic (whether the trainees would experience
dissonance during the training programme), time cost (whether
the trainees feel that the time spent in the training programme
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is worthwhile e.g. the opportunity cost- they can be
working instead), place cost (whether the place is conveniently
located) and monetary cost. It is fair to say that most
training managers in Hong Kong are aware of these costs. But,
it seemed that many training managers and trainees' superiors
place too much emphasis on the monetary cost. Comments like,
this training programme costs a lot of money to the company
and the company is paying for it, I just don't see why you
don't want to go to it.' are quite common. Ironically
enough, some employees are attending other courses at their
own expense and own time.
Therefore, when a training course is offered to a
trainee, the training manager should consider which 'cost'
may be too high for the trainee to pay and try to adjust that
cost if possible.
Implementation and Control
Implementation is seldom a problem for most
training departments. In fact, they might spend most of their
effort and thoughts in this area. As far as control is
concerned, evaluation of training programmes is a must for all
training departments. Some of the evaluation methods used are:
monitoring the attendance of the trainees, asking trainees to
complete post-course questionnaires, following up on trainees'
performance some time after the course and even quantifying
the benefits of training programmes in monetary terms.
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The fact that only 10% of all training departments
surveyed said they did not know what the average attendance
at their training programmes over the past twelve months was
(Question 12) and 77% of them were informed of the reasons
for absence in almost all cases has indicated that the
trainers are monitoring the attendance very closely.
When it comes to assessing the effectiveness of
courses is concerned (Table 3.11 and 3.12), two points seem
apparent: most training departments paid relatively more
effort in evaluating in-house courses than external courses.
However, the market is now flooded with outside training
courses offered by various training consultant firms whose
standard vary greatly. In-house trainers should pay more
effort to assess these outside courses. In a way, the in-house
trainer is also playing the role of a "buyer" for the company.
The second point is that there was some follow-up on the
performance of trainee a short time after the course was
completed, which in most cases could be caused by a lack of
training department manpower.
As far as attempting to quantify (in monetary
terms) the value and benefits of training programmes, it is
encouraging to see 10.5% of the training managers in the
sample were always attempting to do so. However, training
managers must bear in mind that the primary objectives of
in-house training departments, like other non-profit
organizations, are non-financial in nature. I t can be said
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that their bottom line is some kind of "social profit".
Therefore, allocating too much of the training department's
resource (time, manpower) to quantifying the bottom line (in
monetary term) of the training department is "putting the




Through developing the Marketing Model of In-house
Training, surveying the existing training practices in selected
Hong Kong companies and discussing the various parts of-the
model, I hope that the model would be a useful framework for
training managers in Hong Kong to consider when they manage
their function. The survey has seemed to suggest that
existing training practices in Hong Kong companies might be
marketing-oriented in nature, even though they might not have
been perceived that way. It is also interesting to note that
many articles which deal with issues on how to become more
effective trainers do resemble discussion on the marketing
approach to training. For example, Bennett (1983) reported
the findings of a two year study on trainer effectiveness.
On the work behaviour of trainers, most line managers in his
study regarded the following behaviour as essential for an
effective trainer:
a) Uses learner-centred and participative approaches
b) Good pre-course preparation and adequate research
c) Not side-tracked
d) Evaluates training and follows up the trainees to see what
they have learned
e) Follows up points made by trainees
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Also Bennett said, to be effective in gaining
support and commitment they (the trainers) may have to spend
more time out of their offices than inside them. In essence,
he was referring-to a customer oriented approach (marketing
approach?) to training.
Having advocated the usefulness of this Marketing
Model, I must point out that good marketing effort requires
good products to back it up. Training managers, who ought
to think like a marketing manager, must also ensure the
products (training programmes) produced by their departments
are of good quality to begin with, otherwise all the marketing
effort would be wasted.
Given the topic of marketing is such a broad one,
it would take more than a research paper to describe every
facet of the Marketing Model of Training. However, I hope
that this paper will arouse the interests of training managers
in Hong Kong to do more research on this topic. There will
be points in the paper which they would agree or disagree with
This is readily understandable because each one of us works
for a different organization. We all have different amount of
management support, different trainees to deal with and have
different resources. However, it is my hope that despite our
different circumstances, we would all have a common objective
to train and develop the human resources in Hong Kong.
49
Not only do I hope training managers find the
argument in this paper interesting and challenging, I also
hope managers of other in-house staff functions would share
the same feeling when they read this paper. It would be even
better if-they too start thinking of exploring a marketing-
oriented approach in providing their services.
In their book In Search of Excellence, Peters and
Waterman (1979) have pointed out that one of the ingredients
of successful American companies was their desire to stay close
to their customers. I believe all training managers should
borrow this idea and try to stay close to their customers.
If every training manager thinks and acts like a marketing
manager and become obsessed with customer needs, then excellence
will soon be within his reach.
-Suggested Improvement for Future Research
There were -a number of improvements that can made
if future research is done in this area.
a) Literature Review
The literature review done for this research can
be more comprehensive. Although some literature on the
marketing for non-profit organizations have been reviewed,
there should be other literature in marketing or training
areas that should be of help in constructing the model.
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b) The Survey
The questionnaire survey method can be improved
because even though the coverage of the questionnaire was
fairly comprehensive, the answers were not revealing
enough and the choices of answers have limited the thinking
of the respondents. The pre-testing of the questionnaire
should have probably included some other training personnel
outside my own company because doing so would provide a
more objective test for the application and meaning of the
questions for other organizations. Face to face personal
interviews might be a better method than the questionnaire
method because it will allow the respondents to expand their
points freely. Also the personal particulars (age, sex,
working experience) of the respondents should also be noted
because this might have an effect on their choice of answer.
It is also advisable to get answers to the same questions
from non-training persons in the companies other than the
training managers/personnel managers. The reason being
the answers given by the training managers might be sometimes
"inflated" so that they look "better" and more competent
for their jobs. But if other answers can be gathered from
non-training people in these companies, more accurate
responses can be gathered. Another point worth mentioning
might be the dissection of the data analysis by industry,
because the dominance of a number business sectors in the
sample (say banks, trading/retail companies.) might be an
important factor which affects the outcome of the survey.
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Another point to consider is the size of the organization.
Future research results might be more revealing if the
size of the organizations chosen are similar because size




A Name of your organization
B
what is the total number of exployees in your organization















What is the total number of staff in the Training Department?
a)
b)
Oper atiorial Training StaTfManagement (in charge of
pi anning, designing and administerinq):
Suppor t Staff (secrtaria1 and/or technica. 1)
To a1:
F.







General Manager or Manaqinq Director
Hu.man Resource Development Manager, i. e. Personnel and
Training in one department.
Personnel Manager
Other (Please specify)
G. Does your Training Depar tment have at 1 td.st one ro-m set





H. Approximately what was the approximate annual budget
allocated -for training in your organization during yuui lea.







T-100. 000 or 1 ess
T101 s 000— T25U f OOU
4 251.000— T 500, 0O O
4501, 000- T 1, 000, 000
Over T1,000,000 (Please specify)
Do not wish to disclose
La)The Trainng Departnent prepires end presents a hudgt
based on estimated expected costs for the coming year
A fired percentage increase is added to the preceding
year's budget figure
An amount is allocated per employee tor trainir
» The training budget forms part ot the overall 'Personn
e) Any other means (Flease specify)




How 1 ong has your i r a.ininq Depar tment Sect i onFu.nct i on bee





a)less than one year
b)more than one, but less than two years
two or more, but less than three years
three or more, but less than tive years
five years or more









A. Does you Tising hepertment have a set of wristar wro well






N. Does you.r Training Department have a set of wel 1 de-fined and





1. The management has directed the Training Department to be
priamrily responsible for training at/in: (circle as many as
appropriate)
a) The entire organization from top to bottom
b) Senior Manangement level
c) Middle Management level
d) Junior Management level
e) Supervisory/Clerical /Operators level
f) General Management aspect
g) Technical aspect
h) Salas/ Marketing aspect
i) Not specified by Management, it's up to me
j) Others (Please specify)
2.Actual training programmes my department offers to our staff
are: (circle as many as appropriate)
a) Senior Management level
b) Middle Management level
c) Junior Management level
d) Supervisory/Clerical/Operators level
f) Technical aspect
g) Sales/ Marketing aspect
h) Others (Please specify)
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RECORDS OF PAST TRAINING PROGRAMMES
3. Relating to the training programmes we offered in-house
and/or are offered by outside institutions, we keep the
following types of records:
3.1 Concerning the training programmes (circle as many as
appropriate)
a) Titles, contents, duration, cost, trainers names,
venue, name of institution (for external course
only)
b) Total number of trainees from our company who arrended
the courses
c) Course assessment qusetionnaires completed by
trainees
d) Others (Please specified)
3.2 Concerning the trainees who attended the courses
(circle as many as appropriate)
a) Names, position title
b) Service record within our company
c) Personal particulars e.g. age, education, sex
d) Attendance records
e) Trainees performance in class
f) Others (Please specified)
g) No information is kept besides the names
ON mealula lis
The er stang trsaning cour ses taten by our copalry stant car
roughly be broben down by cercentage according to the
following descrijption (please jndicate %,total must be 100%
In-house tajjor-made courses desjgned by Training
Departmerit. Staf f along
In house tab Ior~ma.de courses designed by Training
Department Staff in conjunction with line staff
Off t he shelf training courses designed by outside
institutions/consultant, but conducted in-house
by Trainging Department Staff
In-house courses designed and conducted by outside
consultants
Strictly outside courses designed by outside
consultants and conducted at external premises
(including overesas courses)
Other s (P1 ease specify!
100% Total
.5. The percentage of courses (including both in-house and
external) attended by our company staff in 1984 was: (choose
one answer only)
rou.gh 1 y 907. newd i f f erent when compa.red w2 th 1983
roughly 507 newdifferent when compared with 1983
roughly 207 newdifferent when compared with 1983
roughly identical with those offered in 1983







o. The new courses we designed i n~hou.se wey e subjected to_ me
testing pr i or to la u nchinq f o r t h e folio w i n g p u r p o s e s'





to test for validity (i.e. whether they can achieve the
r e s Li. Its intended)
to test the acceptability and suitability of the courses
for the trainees
Others (Please specify')
No testing is done
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7. Information about training courses is made known to
trainees/potential trainees through the following means
(circle as many as appropriate)
a) Memos/internal circulars for each indvidual course
b) In-house staff magazines/publications
c) Memos/posters posted on notice boards
d) training calenar or yearly programme guide published by
the Training Department
e) Others (Please specify)
8. Approximately what percentage of in-house designed training
courese are conducted outside the central training facility
(e.g. Company's training centre)




The following personal particulars of the trainees are made
avaukabke at 1 east to the head of our Training Department
(circle as many as appropriate)
a Educcttion
Fast empioymient recor ds/history
c Performance Appraisal Records
Employment records within current company
Interests and hobbies
Personal. Strengths and Weaknesses









1U. The training needs of our staff are identified:
10.1 Frequency (choose one only)-
a) A n n u ally
b) Every 6 mont h s
c) Every 3 months
d) Continuously (FT ease specify)
e) 0n an ad-hoc basis
f) Never
q) Others (Please specify how)
I FH 1 N 1 Nu ls[ L:. L'b












from reading Performance Appraisal Forms-
through interviewing trainees' superiors regularh
through interviewing trainees' superiors prior tc
the tra.inino course
through interviewing trainees regularly
through interviewing trainees prior to the training
course
through observing trainees' on-the-job pertormancf
through survey e.q. questionnaire survey
through testing of- employees' skills, knowledge&
attitude
Others (Please specify how)
' L if' T! k'1- 'Jw i'.f k•'' A1.[ l-v'J kf'JC t.
11. For the majjori_ty training courses, who decides it








12. Over the past 12 months, the average attendance a.t all
ln-house and external training courses (e.g. attending all 5
sessions ot a tive day training course would be considered a
100% attendance) is approximately:
a)
b) %(Please insert a number between 0 and 100)
No such record was kept, therefore cannot be determiner
13. Uur Training Department was aware or informed of the reason
for absence (Please circle one)
a) In almost all case
b) Occasionally
c) Seldom
4. As far as our Training Department can find out, the reasc












Incentoves15. whose of the foliowing does your orgamzation
use to encour age or promote attendance and/or participation
by staff on internal training training courses?
a
post-course certigicates given to participants
b
Post-course report sent to participants' supervisor(s)
c
Participants given time off work to attend courses
d
possibility of promotion based on participation in training
e
Cash bonus for completion of training
f
Sal try increment for completion of training
Souvenirs
h
Other (F'). ease specify)
16. Which of the following 'Incentives' does your organization use to
encourage or promote attendance of staff on external. courses?
a)
Participants given time off work to attend courses
b)
Participants given unpaid study leave to prepare for
examination
c) Participants given unpaid study leave to prepare for
examination
d) Course fees reimbursed in part on completion of course
e) Course fees reimbursed in full on completion of course
f)
Co! !rse -fees paid in part beef ore commencement of course
g) Course Tees paid in full before commencement of course
h) Possibility of promotion upon completion of training
i) Cash bonus for completion of training
j) Salary increment for completion of training
f) Participants given travel allowance wilst attending
external courses
1) Participants given Rieal al1 owance whilst attending
external courses
m) Other (Please specify)
g)
1. How does the Training Department assess the effectiveness of
in-house courses (circl e as many as appropri ate)







Farticipants complete standard questionnaire immediatel)
on completion of the course
Participants complete course-specific questionnaire
immediately on completion of the cour se
Participants complete 'follow-up' questionnaires
several weeks after completion of the course
Feedback regarding trainees' on—the—job performance is
sought from participants' superiors sometime after
completion of the course
No assessment is conducted to evaluate the effect!venes
of 'in— house' courses
Others (Please specify)
IS. How dofb the Trdining Department assess the effectiveness of








Participants complete standard questionnaire immediately
on completion of the course
Participants complete course-specific questionnaire
immediately on completion of the course
Participants complete 'follow—up' questionnaire several
weeks after completion of the course
Feedback regarding trainees' on-the-job performance is
sought from participants' superiors sometime after
completion of the course




19. At what stage and how often do Trainers talk to the Tainees
about the training programmes? (Pkease circle as many [x] as





Within 2 weeks after
the conclusion of
the courses
within 6 weeks after
the conclusion of
the courses
More than 6 weeks
after conclusion of
the courses
Always Sometimes Seldom Never
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COSTING OF TRAINING COUFSES
20. Do in-house training courses have "course fee " attachod to
them? (Please choose one)
a) Yes
b) No
c) For some in-house courses only
21. Attempts were made to quantify in monetary term the value and










List of Hong Kong Companies that Participated
in the Survey
ABN Bank
Jardine Matheson Co. Ltd
Americal Express-Travel Service John Swire Sons Ltd
Bank of America
Kowloon-Canton Railway
Banque Nationale De Paris
Barclays Bank
Levi Strauss (F.E.) Ltd
Belgian Bank
Mass Transit Railway Corp.






Duty Free Shoppers Peninsula Hotel
Fairchild Semiconductor (HK) Ltd Schindler Lifts (HK) Ltd
Franki Construction Shangri-La Hotel
Shell (HK) Ltd
Guardian Royal Exchange (Asia) Ltd Shui On Construction Materials
Ltd
Hewlett Packard (HK) Ltc Standard Chartered Bank
Hang Seng Bank Ltd Swire Lox 7 Pv T.tr
Holiday Inn Golden Mile





Two additional participating companies wish to remain anonymous.
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